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Backgroundofstudy
ItisanundeniablefactthatMalaysiaisbecominganeducationalhubfortertiary
education.Subsequently,Malaysiaisranked11thworldwidebyUnitedNationsEduca-
tional,ScientificandCulturalOrganization（UNESCO）foritsattractivenesstostudents
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TheImportanceof
CustomerRelationshipManagement（CRM）
inRetainingStudents
inPrivateUniversitiesinMalaysia
ChiaSuAie,TanSeohKoon
AndrewWilfred
Abstract
CustomerRelationshipManagement（CRM）hasgrabbedtheattentionofbothpractice
andresearchinthepastdecade,developingintoanareaofmajorsignificanceinsustaining
therelationshipbetweencustomerandtheorganizationinfulfilingcustomer・sexpectations
intheformofsatisfaction.Astheworldbecomingmorecompetitive,thesuccessofanytype
ofbusinessliesontheirabilitytodistinguishthemselvesfromtheircompetitors,andalsoto
buildandstrengthentherelationshipswithexistingcustomersaswelaspotentialcustom-
ers.Ineducationsector,ithasbeenobservedthattherearelargenumberofstudentsbeing
attractedtoprivatehigherlearninginstitutionsinMalaysiafrommanydifferentcountries
aroundtheworld.MostoftheprivateuniversitiesofMalaysiaofferdualdegreeprograms,
mostlywithpartnershipswithUK,USA,orAustraliauniversities.Theaimofthispaperis
tofindoutonhowandwhyistheCustomerRelationshipManagementimportantinretain-
ingstudentsinprivatehigherlearninginstitutions.Thispaperwilpresenttheaspectsof
customerrelationshipmanagementthatprivateuniversitieshavetofocusonwhilemain-
tainingthesatisfactorylevelbetweenmanagementandstudents.Thisstudywiloutlineand
presentaproposedCRMframeworkforsuccessfulimplementationofCRMinprivateuniver-
sitiesbasedontheintegrationofCRMimplementationphases,CRMmodelandCRMsuccess
factors.ThepaperwilassessthefeasibilityandusefulnessoftheCRM modelinretaining
studentsinprivateuniversitiesthroughsurveyquestionnaires.
Keywords:CustomerRelationshipManagement（CRM）,privatehigherlearninginstitution,
studentretention,satisfactory,customerloyalty
（DegreesAheadInternationalEducation）.MostoftheMalaysianprivatehigherlearning
institutionpioneeredintheprovisionoftrans-nationalBachelor・sdegreeprogrammesin
thisregion,colaboratingwithreputableuniversitiesfromcountriessuchasUnitedKing-
dom,UnitedStateofAmerica,AustraliaandNewZealand.Theseuniquecolaborative
Bachelor・sdegreeprogrammesinclude・advancestanding・arrangement,Americandegree
credittransferprogramme,・2＋1・twinningdegreeand3＋0franchiseddegreeprogramme.
However,thekeyquestiontobenoticedhereishowtheysustainthecustomer-organization
relationshipinretainingstudentsinhigherlearninginstitutionsaswelastomaintainthe
satisfactorylevelofprivateuniversitiesstudents.Intoday・sprivatehigherlearninginsti-
tutionsinMalaysia,goodgovernanceisdeterminedbystudents・satisfaction（AliM.Al-
Khouri,2012）.
Satisfactionisatermfrequentlyusedinprivatehigherlearninginstitution,referring
tothemeasurementofhowaproductand/oraservicesuppliedbyanorganizationmeets
orsurpassescustomersexpectations（ibid）.AsGrantandAndersonmentioned,fromthe
・student-as-customer・perspective,an educationalCustomerRelationshipManagement
wouldprovideinteractionwithalthetraditionalstudenttouchpoints,suchasadmissions,
registration,financialaid,etc.（GrantandAnderson,2002）.Whiletherearenumerous
definitionsandperspectivesonCRM,atthecoreeachperspectiveaddressesCRM・srolein
maintainingcompetitiveness,relationshipbuildingandmaintenance,marketorientation,
andtacticalofexecutingCRMinitiatives.EventhoughthecoreofCRMmodelisthesame
foreverysector,eitherprivateorgovernment,thefunctionwithinsuchsystem differs
from onesectortoanothersectorbasedonthoseelementsandfactorsinfluencingthe
modeltofunction.
GrantandAnderson（2002）identifiedcustomersofhighereducationinstitutionstobe
students,alumniandfacultymembers（Grant& Anderson,2002）.Thesestudent-as-
customerconcept,customer-organizationrelationshipandsustainingthecustomer・ssatis-
factorylevelinamanagementwil,indirectlyordirectlyinfluencetheCRM modelsand
theirfunctionforprivatehighereducationinstitutionsinMalaysia.Therehavebeen
manyresearchesdonewithsimilartopics,discussingtheCustomerRelationshipManage-
mentineducationalsectors.In2006,ElaineD.SeemanandMargaretO・HarafromtheEast
CarolinaUniversity,Wintervile,NorthCarolinaUSAcarriedoutaresearchwithatopicof
・CustomerRelationshipManagementinHigherEducation;Usinginformationsystemsto
improvethestudent-schoolrelationship・,stressingtheimportanceoftechnologicaltoolsin
sustainingcustomer-organizationalrelationship.Furthermore,verysimilarresearchhas
beendonebyLizThomas,JoceyQuinn,KimSlackandLorraineCasey,studentsfromthe
StaffordshireUniversitywithtopicof・StudentServices:EffectiveApproachestoRetain-
ingStudentsinHigherEducation・.
Moreover,numbersofresearcheshavebeendoneregardingtheimportanceandthe
influenceofCustomerRelationshipManagementinmanybusinesssectors,including
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Bankingindustry,AirlineIndustry,RealEstatesector,andmanyothers.However,inthis
study,thispaperwouldextendthesepastresearchestoawiderperspectivebylookingat
theaspectofhowCRM modelfunctiontoretainthestudentsofprivateuniversitiesin
Malaysia,howitsustainthesatisfactorylevel,thereasonsofchoosingoneuniversityto
anotherandthefactorsinfluencingtheCRM modelthateveryprivateuniversitiesin
Malaysiahastofocuson.
Reviewofpastresearchworkandidentificationofgaps
InElaineD.SeemanandMargaretO・Hara・swork,theuseandimportanceofCustomer
RelationshipManagementinpostgraduateschools,colegesanduniversitieshavebeen
discussed.Inaddition,theresearchhasbeenconductedinhighereducationalsectorsin
USA.WorkthathadbeendonebyLizThomas,JoceyQuinn,Kim SlackandLorraine
CaseydiscussedonstudentservicesasaneffectiveapproachtoretainstudentsinHigher
EducationalInstitutions.Bothoftheabove-mentionedworkshavemanyaspectsincom-
mon;however,therearesignificantgapsbetweenthem.Firstandforemost,theresearch
thathasbeendonebyElaineD.S.andMargaretO・Haraincludesinformationthatwas
colectedfromcommunitylivinginUSA,andsimilarly,worksofLizThomas,JoceyQuinn,
Kim SlackandLorraineCaseyincludeinformationcolectedfrom theUKcommunity.
Secondly,theworkthatwasdonebytheUSAstudentsfocusedgeneralyonCustomer
RelationshipManagementinhighereducation,specificalyincolegesintheUSA.
Also,theUKstudentsintheirresearchdiscussedaboutsomeissuesfacedbystudents,
specificalyinstudentservices,whichleadthemtoleavethecolege,andhowcouldthat
beimprovedinordertoretainexistingandpotentialstudents.However,thisresearchis
donetoidentifytheimportanceofCustomerRelationshipManagementinstudentretain-
inginprivateuniversitiesinMalaysia.Inaddition,thisresearchwildiscussissuesfaceby
studentsnotonlyinstudentservicesdepartment,butalsoinmanyotherdepartments
withintheuniversitythatmayhaveleftthemunsatisfied.
Researchproblems/questions
IthasbeenobservedthatduetothepoorCustomerRelationshipManagement,some
privateuniversitiesofMalaysiaareunabletodevelopgoodrelationshipswithmanyof
theirstudents;hence,resultingininabilityofretainingthem intheuniversity.Mostof
theseprivateuniversitiesinMalaysiaconcentrateonadvertisingtheirbusiness.However,
veryfewconsidertheimportanceofCustomerRelationshipManagementinretainingthe
existingstudents.CustomerretentionisverycrucialforanyprivateuniversityinMalay-
siaasthecostofacquiringanewcustomerisfargreaterthanthecostofmaintaininga
relationshipwithacurrentcustomer（RoKing,2005）.
Inthisresearch,variousquestionswilbediscussed,andsuggestionsandrecommen-
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dationswilbeoffered.Theresearchquestionsare:
・Isthereasignificantrelationshipbetweentheimportanceofcustomerrelationship
managementandstudentretentioninprivateuniversitiesofMalaysia?
・Isthereasignificantrelationshipbetweentheimportanceofcustomerrelationship
managementandstudentsatisfactorylevel?
・Whatarethereasonsofstudentsshiftingtoanotheruniversity?
・Whataretheaspectsofcustomerrelationshipmanagementthatuniversityhasto
focuson?
Aimsandobjectives
ThisresearchwilidentifyhowandwhyCustomerRelationshipManagementisim-
portantinretainingstudentsinprivateuniversitiesinMalaysia,andproviderecommenda-
tionstoit.Furthermore,researchwilfindoutthechalengesthatstudentsfaceinprivate
universities,thatsomeevenresultinginstudentswithdrawingfromtheuniversity.
Specificobjectivesofthisresearchare:
・Tofindoutthesignificantrelationshipbetweentheimportanceofcustomerrela-
tionshipmanagementandstudentretentioninprivateuniversitiesinMalaysia.
・Tofindoutthesignificantrelationshipbetweentheimportanceofcustomerrela-
tionshipmanagementandstudentsatisfactorylevel.
・Tofindoutthereasonsofstudentsshiftingtoanotheruniversity.
・Tofindouttheaspectsofcustomerrelationshipmanagementthatuniversityhasto
focuson.
Justificationforresearch
Thisresearchwilidentifyreasonswhystudentswithdrawingfrom theuniversity
beforetheycompletetheirstudies,andtheimportanceofcustomerrelationshipmanage-
mentforprivateuniversitiesinMalaysiainretainingthestudents.Thisresearchwil
studyonstudent・sperceptionand satisfactorylevelontheCustomerRelationshipMan-
agementoftheuniversities.
Methodology
Thisresearchwilbedoneusingmixedmethods,whichincludesquantitativeand
qualitativemethods.Quantitativemethodincludesquestionnairespreparedforthere-
searchinordertoidentifyandanalyzethestatisticsofrespondentfeedbacks,whichwil
helptomaketheresearchaccurate.Questionnaireswilbedistributedtostudentsfrom
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fourprivateuniversitiesinMalaysia.Qualitativemethodincludesopen-endedquestions
whereonlyfewchosenstudentswilbeindividualyaskedtoanswer.Approximatelyfive
（5）studentswilbeparticipatedinansweringtheopen-endedquestionsandonehundred
（100）wilbedistributed.
DomainResearch
Buttle,HartandJohnsonmentionedthataloyalcustomerwilalwayscomebacktodo
arepeatpurchase,telothersapositivewordofmouth,hencethecompanywouldincrease
itsprofit（Buttle,1996;HartandJohnson,1999）.Oliverdefinedloyaltyas・adeeplyheld
commitmenttorebuyorrepatronizeapreferredproductorserviceconsistentlyinthe
future・（Oliver,1999）.Loyaltyisoftenreferredintheformofsatisfaction.Sustainingthe
satisfactorylevelofstudentsguaranteesthecustomer-organizationalrelationshiployalty
thateventualybringsapositiveimpacttoanorganizationthroughthepositiveword-of-
mouth.
Projectdonebyotherresearchers:RobertAckermanandJohnSchibrowsky
ResearchthatwasdonebystudentsofUniversityofNevada,isverysimilartothis
researchtopic,asthetopicis・abusinessmarketingstrategyappliedtostudentretention:
ahighereducationinitiative・.Intheirresearch,RobertAandJohnSmainlydiscussedon
relationshipmarketingandhowitcouldhelpstudentretentionincolegesanduniversi-
ties.Improvingstudentretentionisarewardingobjective,whichconsistsofmanyindivid-
ual,socialandeconomicreasons（Schuh2005,Tinto1993）.Intheirproject,researchers
provethebenefitsonimplementinganeffectivestudentrelationshipcanincreasereten-
tionratesincolegesanduniversities.
Theory・sandmodels
VincentTintohasimplementedaStudentIntegrationModelin1993whichidentified
threemajorsourcesofstudentdropout,whicharedifficultiesinacademicmatters,the
inabilityofindividualstoresolvetheireducationalandoccupationalgoals,andunableto
involveintheintelectualandsociallifeoftheinstitutions.
Tinto・smodelstatesthattherehavetobeformalandinformalstudentintegrations
withacademicsystemsandsocialsystemsofthecolege/universityinorderfortheinsti-
tutiontopersistthem（Etorpy,2009）.TintoandBerknerstatedthatonlylessthanhalf
ofthestudentpopulationswhoenterthecolege/universityareabletocompletea
bachelor・sdegreewithinsixyears,andtherestfailed（Museus&Quaye,2009,p.67）.Tinto
alsomentionedthatastudentismorelikelytopersistforgraduation,onlyaftersuccess-
fulycompletinghis/herfirstyearincolege（Tinto,2008）.
Student・sengagementinvariousactivitieshaspositiverelationstopersistence,andis
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themostsignificantpredictorofpersistence（Harper& Quaye,2007）.Tinto・sresearch
identifiedthattheearlydepartsofundergraduatestudentsfrom theiruniversityisbe-
causeofthefeelingofbeingdisconnectedfrom peers,facultyandotherstaff（Harper&
Quaye,2007）.Seidman（2005）mentionedthat・retentionistheabilityofaninstitutionto
retainstudentfromadmissionthroughgraduation・（Seidman,2005）.Gupton（2009）noted
thatthelowretentioncontributionsandhighdrop-outratesamonglowerincomestudents
aremostlybecauseoflackoffinancialresources（Gupton,2009）.Inaddition,manystu-
dentsofdifferentnationalitiesknowlessaboutthedifferentcurriculaoftheothercountry,
andtheybecomefrequentlyisolatedastheyhavelesscontactwithsamerace/ethnic
faculty（Quaye,2009）.
Althoughthereputationoftheuniversityisamajorinfluenceforastudentinchoos-
ingit,otheruniversityperformanceindicatorsthatpotentialstudentsmightconsider
wouldbetheexam passrate,communicationskil,satisfactionofthealumniwiththe
experienceintheinstitution,andtheemployabilityrateoftheirgraduates（Cleary,2001）.
Berry（1983）saidthatattracting,maintainingandenhancingcustomerrelationshipsisthe
definitionofrelationshipmarketing（Berry,1983）.Focusofrelationshipmarketingisto
buildtieswithexistingcustomersandstrengthenthattiewithaimofretainingthem（Jain,
2005;Peltier,SchibrowkyandWestfal,2000）.Also,itiseasier,moreprofitableandless
costlytoretainexistingcustomersthanattractingnew.Theprincipleofrelationship
marketinghasbeenimplementedbymanytypesoforganizationsincludingbanking,
healthcare,lifeinsurance,andevenbynon-profitorganization（Barlow,2000;Gruen,Sum-
mersandAcito,2000）.Beingappliedtohighereducationinstitutions,therelationship
marketinghelpstoimprovetheunderstandingsofeachstudentandtoincreasethereten-
tionrates.
LeighandMarshal（2001）estimatedthatitcostsfivetoseventimesmoretoacquire
newcustomerthantoretainthosewhoarealreadyinbusinesswiththecompany.This
appliesalsoforcolegesanduniversities.Furthermore,studiesshowthatthelongercus-
tomerisretained,themoreprofitabletheybecome（Reichheld,1993,1996）.Ifthecustomer
isretainedbyanorganizationlonger,heorshewilpurchasemoreandbecomelessprice
sensitive.Inaddition,ifthecustomerisretained,theybecomemorefamiliarwiththe
proceduresandpoliciesoftheorganization,thetimeandresourcesneededtobriefand
servethemwilreduce.Thesamegoestocolegesanduniversities;ifthestudentremains
enroledforalongterm,heorshelearnsmostoftheproceduresandpoliciesduringthe
stay,anditwilrequirelesstime,resourcesandeffortoftheuniversitytoservethem
ratherthanthenewstudents.Duringtheserviceperiod,ifthecustomerneeds,wishesand
expectationsaremet,they［customers］wilbesatisfied,alowingtore-purchaseandcus-
tomerloyalty（Anton,1996）.Customer-centeredpracticeslikeevaluatingandanalyzing
individualcustomer・sneedsandvaluesisthemostimportantthingtodowhenthenumber
ofsatisfiedcustomersisreduced.Byhandlingdifferentstudentsindifferentmanners,
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institutionscanachievecustomerloyalty（Tahran,2004）.Uninterruptedandlongreten-
tionoftherelationshipbygiving/providingservicesthatachieveandevenexceedcus-
tomerneedsandexpectationsisthemeaningofcustomerloyalty（Acuner,2001）.
Ifacompanyintendstobuildlastingrelationshipswithcustomers,andaddvaluefor
them,theyhavetounderstandwhotheircustomersareandgivethemwhattheywantand
whatisimportanttothem（Kuh,2005）.Customerrelationshipmanagementis・acustomer-
focusedbusinessstrategythataimstoincreasecustomersatisfactionandcustomerloyalty
byofferingamoreresponsiveandcustomizedservicetoeachcustomer・（CroteauandLi,
2003）.KotlerandFox（1995）intheirbookstatedthat・thebestorganizationintheworld
wilbeineffectiveifthefocuson・customers・islost.Firstandforemostisthetreatmentof
individualstudent,alumni,parents,friends,andeachother（internalcustomers）.Every
contactcounts!・（KotlerandFox,1995）.・Customerretentionistheresultofthemoreor
lesspronounceddependenceofcustomerwithregardtotheprovider・（PlinkeandSolner,
2000,p.57）
CustomerRelationshipManagement（CRM）
TherearemanydifferentCRMmodelswhichhavebeendeveloped.Oneofthefamous
onesistheIDIC（Identify,Differentiate,InteractandCustomize）model,whichwasintro-
ducedbytheconsultancyfirmPeppersandRogers.Accordingtothemodel,ifcompanies
wanttobuildcloserpersonalrelationshipswiththeircustomers,companieshavetotake
fourdifferentactions:Identify,Differentiate,InteractandCustomize（IDIC）.Companyhas
toidentifywhoaretheircustomersanddevelopanunderstandingrelationinordertohave
acloserrelationshipwiththecustomers.Inaddition,firmhastodifferentiatebetweenthe
mostvaluablecustomersandwhichonemaybecomevaluableforthefuture.Interacting
withcustomershelpstounderstandtheexpectationsofcustomersandtheirrelationship
betweenotherbrandcompanies.Also,customizingthewayofcommunicatingandoffers
ofthecompanyensuresthatcustomerexpectationsaremet.Economicreasonsarethe
mainobjectivesofafirmtobuildrelationshipwithacustomer（Butler,2009）.Company
cansucceedthismainobjectiveinabetterwaybyidentifying,acquiring,satisfyingand,
mostimportantly,retainingprofitablecustomers.Thosearethemostimportantaimsof
CRMstrategies.
ThegoalandbenefitofCRMinmanyorganizationsistoretaintheirexistingcustom-
ersandrecruitnewcustomerswhichareprofitableandcanplayimportantroleforother
strategicpurposes（Butler,2009）.Rowley（2003）suggestedtheuseofstrategiesforcus-
tomerloyaltyandcommitment,suchasrelationshipmanagementforretainingstudentsin
highereducation.Rowley（2003）appliedthosefivestagesfortherelationshipsbetween
institutionandstudent:1）choosingapartner,whichisalsoknownasintroductionpartin
therelationshipsofstudentandhighereducation;2）structuringtherelationship,whichis
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alsoknownasexperimentingstage;3）devotingtimetodevelopingtherelationships,isthe
stageofidentification;4）maintainingcommunication;and5）partingongoodterm
（Rowley,2003）.Instageone（1）,studentcolectsinformationaboutaparticularuniver-
sity/colegethroughopendaysandmarketingcommunication,andidentifyiftheoffersof
theinstitutionmeettheirnecessities（Rowley,2003）.Stagetwo（2）istheexperimentation
process,andithappensonlyafterastudentsuccessfulycompletesthefirststage.Inthis
stage,studentgettoknow theinstitutioncloser,bybuildingrelationshipswithtutors,
supportingstaffandotherstafffromthecolege/university（Rowley,2003）.Instagethree
（3）,studentchalengesandresponsestotheexpectationsandvaluesofthehighereduca-
tioninstitution.Thisstagecanbeconsideredfailedifstudentcannotmeetthestandards
andrequirementsoftheinstitutionbecauseoftime-lackingorothercircumstances
（Rowley,2003）.Thefourth（4th）stageisthecontinuousbuildingoftherelationshipsafter
althethreechaptersweresuccessful.Rowleyalsobelievesthatthisstageusualycomes
onthesecondorthirdyearofstudents・studies,aftertheyhavesettledwiththecommu-
nityandtheirstudies.Inthisstage,usualystudentshavemanygoodcloserelationships
withtheacademicandadministrativestaffoftheinstitution,andotherstudentsaswel
（Rowley,2003）.
FinalstageoftheRowley・sanalysisisknownasdissolution.Itisimportantforthe
institutiontomakesurethatthestudentwilleave/graduatewithgoodmemories,asthey
maystimulatevaluableword-of-mouthadvicestoothers（Rowley,2003）.
Researchdesign
Thisresearchisdonebyusingmixedmethods,includingbothquantitativeandquali-
tativemethods.Questionnaireswilbedistributedtobothlocalandinternationalstudents.
Inaddition,open-endedquestionsinterviewwilbedistributedtospecificstudentsofcases
ofinteresttomaketheresearchmoreaccurateandintense.Researchisconductedonlyin
Malaysia,infourprivateuniversitiesaroundKuala-LumpurandPenang.Thedatafrom
theirresponseswilbeanalyzedandmeasured.QuestionnaireisdistributedinearlyJanu-
ary2014andwilbecolectedwithintwoweeks.
Measures
TherearethreemainCustomerRelationshipManagementfactorsofwhichimportance
andsatisfactorylevelswilbetested.Thethreefactorsare:studentservices,academic
services,andfacilitiesoftheuniversity.Measurementsoftheimportanceofthefactorand
student・ssatisfactoryscalewilbeassessedusing5-pointLikertscale.
Dependentvariables
Inthisresearchtopic,thedependentvariableisstudentretention.Qualityofcustomer
relationshipmanagementofinstitutionswithstudentsplayscrucialrolefortheir［stu-
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dent］loyaltyandhencetheretention.
・Customerretentionobviouslyhasprofoundimplicationsforalbusinesses:Findinganew
customercost・sfromthreetoseventimesmorethankeepingandexistingone,andformany
largecompanies,upto95%ofprofitscomefromlong-termcustomers.・―PriceWaterhouse
Coopers.
Independentvariable
TheindependentvariableinthisresearchistheImportanceofCustomerRelationship
Management.Asthestudentretentionisdeterminedbythequalityofthecustomerrela-
tionshipmanagementoftheinstitutionwithstudents,thecustomerrelationshipisthekey
factortocontrol/diagnosethedependentvariable.PeterDruckerquoted,・Qualityina
serviceorproductisnotwhatyououtintoit.Itiswhattheclientorcustomergetsoutof
it.・Afterthedataiscolected,SPSS（StatisticalPackagefortheSocialSciences）software
analyzerisusedtoanalyzethedescriptivestatistics.
Samplingmethodsandconditions
Samplingisconductedbydistributingquestionnairestostudentsoffourprivateuni-
versitiesinMalaysia.Also,open-endedinterviewquestionswilbedistributedtothespe-
cificstudentsoftheseuniversities.Specificstudentwerethosewhohavefacedproblems
thatareoftheresearchinterest.Thegender,ageandotherfactorsanddifferencesofthe
respondentswilnotaffectthequality/accuracyoftheresearch.Sincetheresearchwas
conductedusingmixedmethods,itwilbedoneusingprobabilityandnon-probability
methodsofsampling.Quantitativemethodoftheresearchwilbedoneusingsimpleran-
dom sampling,whichisoneofthefew typesofprobabilitysampling.Simplerandom
samplingischosentodistributequestionnaires,aseachelementinthepopulationhasan
equalprobabilityofselection.
Qualitativemethodoftheresearchisdoneonlyusingnon-probabilitymethods.Only
judgmentalsampling,oralsoknownaspurposivesamplingmethodwilbeused.Inter-
viewswilbeconductedusingpurposivemethodofsamplingbecausethenumbersof
interviewsareverylimitedtoaboutteninterviewstobeconducted.Individualswilbe
chosenasaninterviewee,whohasencountered/experiencedtheproblem thatisofthe
researchinterest.Therearefewtypesofpurposivesamplingmethod.Thosethathave
beenproposedbyPatton（1990）are:（1）extremeordeviantcasesampling;（2）intensitysam-
pling,（3）maximumvariationsampling;（4）homogeneoussamples,andmanyothers（Patton,
1990）.OnlyIntensitysamplingstrategyofpurposivesamplingmethodwilbeusedfor
conductingthequalitativepartoftheresearch（Patton,1990）.Intensitysamplinginvolves
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information-richcasesthatevidentthecircumstancesofinterestintensively.Thiswil
helptoseekrichexamplesofthephenomenonofinterest（Patton,1990）.
Instrument
Asetofquestionnaire,whichisinclusiveof46questions,wilbeusedastheinstru-
mentofthisresearch.Thequestionnaireforthisresearchwasnotnewlydeveloped.
Instead,itwasadaptedandmodified/developedfrom researchesofstudentsfrom IKIP
ColegeandUniversityTenagaNasionalwithtopicof・EstablishingaStudentSatisfactory
Index-MalaysianCaseStudy・.Theinstrumentconsistsof4parts.PartAwilbethedemo-
graphicpart,wheredetailsoftherespondents,includingtheirdemographicinformation,
areasked.PartBisaboutstudents・perceptionontheImportanceofCustomerRelation-
shipManagement,includingvariousaspectsofuniversityservices.PartCisaboutstu-
dents・satisfactorylevel.
DifferencebetweenpartBandpartCofthequestionnaireisthatinpartB,theques-
tionsaredirectedtotheindividualstudent・sperceptionontherateofimportanceofthe
universityservices.InpartC,thesamequestions（asinpartB）aredirectedtofindoutthe
student・ssatisfactorylevelontheuniversityservices.PartA,BandCwilbeanalyzed
usingSPSSversion20.InPartA,therearesixquestionsintheform ofmultiplechoice
questions.However,bothpartBandpartCconsistof20questionseach;intotalof40
questionsandalintheformofaLikertscalepoint.PartBoftheinstrumentisintended
tocolecttheopinionoftherespondentsontheImportanceofCustomerRelationship
Managementintheuniversities.Asthe・CustomerRelationshipManagement・includes
differentaspectsoftheservicesprovidedbyindividualuniversity,partBisdividedinto3
parts.TheFirstpart,from B1toB5,isabouttheImportanceofCustomerRelationship
Managementduringthefirsttimeregistrationintheuniversity.TheSecondpart,fromB6
toB10,isregardingtheImportanceofCustomerRelationshipManagementintheAca-
demicperception.SomeexamplesofAcademicrelatedquestionsare:lecturer・spresenta-
tion skils,lecturer・savailability andwilingnesstoteach. TheThirdpartofthe
questionnaireincludestenquestionsabouttheuniversity・sfacilities.
InPartC,questionsarewiththescalefromverydissatisfied,dissatisfied,neithersatis-
fiednordissatisfied,satisfiedandverysatisfied.Questionsarecategorizedintothefirst
timeregistrationexperience;academic;andfacilities.PartCisintendedtounderstandthe
satisfactoryleveloftherespondenttowardsthesameelementsthatareaskedinpartB.
Thelastpartofthequestionnaireincludesopen-endedquestions,consistingoffiveques-
tions.
PilotTest
Thequestionnairewilbetestedusingapilottestpriortothefinalversion・sbeing
generatedinordertotestitsreliability.Aconveniencesampleof40individualsareidenti-
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fiedandselectedfromthemajorresearchinvolvinguniversities,whichmetthecriterion
requiredforthesampleframeoftheactualresearch.Thisconvenientsampleofpartici-
pantswasselectedtogenerateasufficientamountoffeedbackinanefforttostrengthen
thesurvey・svalidity.Thequalitativedatacolectedfromthepilotstudyprovidedsignifi-
cantfeedbacktohelpvalidate,refine,andenhancethesurvey（PartD）.Thecomments
andfeedbackquestionnairewasusefulinstrengtheningthevalidityoftheinstrument.
Feedbackfrom thepilottestwilberecordedandthesurveyquestionswilberevised
accordingly.
Findings
TheinformationanddataaregatheredandanalyzedthroughStatisticalPackagefor
SocialScience（SPSS）version20.Studentsfrom fourdifferentprivateuniversitieswere
involvedinthisresearch.Namesoftheuniversitiesaresubjectofconfidentiality,asthe
publicationoftheirnamesisagainstindividualuniversity・spolicy.Thisisaneffortof
everyuniversityforprotectingitsgoodname.Outofonehundreddistributedquestion-
naires,onlysixtywerecolected,makingit60％ ofthewholeresponserateofwilingness
toparticipateintheresearch.Thesignificancelevelofp・0.05wassettotestthehypothe-
sisfortheanalysis.
AnalysisofDemography
PartAofthequestionnaireisaimedtocontrolthecharacteristicsoftherespondents.
Descriptivestatisticsintheform offrequencyandpercentagewereusedtodescribethe
sampleprofilethatincludesgender,age,yearofstudy,iftheyhaveshiftedfromdifferent
universityanditsreason.
Gender
Thisstudyinvolvedatotalofsixty（60）students,ofwhich28werefemalestudents
and32weremalestudentsfrom fourdifferentuniversitieswithinMalaysia.Random
samplingmethodwasusedfortheparticipationofaltherespondents.Malestudents
consistedof53.3percentofthetotalpercentage,while46.7percentwerefemale.
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Table1 DemographyAnalysis:Gender
InformationofDemography Number（n） Percentage（％）
Gender
Male 32 53.3％
Female 28 46.7％
Total 60 100％
Age
Thetableaboveshowsthetotalnumberofrespondentsintherangeofage.The
majorityofrespondentswerefromtheagegroupof18to22years.Thismajoritygroup
consistedasmanyas40people.Thereasonforthisisbecausemostoftherespondents
werefirstyearstudentsintheirrespectiveuniversities.Atotalof18respondentswerein
theagegroupof23to27yearsold,wherethemajorityofthemwerefromleveltwo（year
two）.However,therewereonly2studentsfrom theagegroupof28andabove,both
makingitcategoryoflevelthreeandabovestudents.Themajoritygroupofrespondents
fromfourdifferentprivateuniversitiesmadeit66.7％ oftheoveralrespondents.The23
yearsoldto27yearsoldcategoryofstudentswerethesecondmajorgroup,whichcon-
sistedof30％ofal.The28yearsoldandabovecategoryisonly3.3％ofaltherespondents
whohaveparticipatedintheresearch.Respondentsinvolvedinthisstudywererandomly
selectedfromfourdifferentuniversities.Therewereonly18local（Malaysian）students,
whichmadeuponlyto30％ ofthetotalrespondents.Theother42studentswerefrom
variouscountries,makingit70％ ofaltherespondents.
48.3％,or29outof60studentstobespecific,werefromthegroupofstudyperiodof
lessthanone（1）yearattheuniversityenroled.Groupofonetotwoyearsoftheperiod
ofstudywasthesecondmajorgroup,whichconsistedof22students,at36.7％ ofthetotal
percentage.Onlynine,or15％,ofsixtyrespondentswerestudyingattheenroleduni-
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Table2 DemographyAnalysis:Age
Age Number（n） Percentage（％）
1822yearsold 40 66.7％
2327yearsold 18 30％
28yearsoldandabove 2 3.3％
Total 60 100
Table3 DemographyAnalysis:InternationalorLocal
Nationality Number（n） Percentage（％）
LocalStudents 18 30
InternationalStudents 42 70
Total 60 100％
Table4 Demographyanalysis:Yearofstudy
PeriodofStudy Number（n） Percentage（％）
Lessthan1year 29 48.3％
12years 22 36.7％
3yearsandabove 9 15％
Total 60 100％
versityfor3yearsandabove.
ShiftfromotherUniversity
Whentheywereaskediftheyhaveshiftedfrom anotheruniversitytothecurrent
university,23ofthe60studentssaid・Yes・,andtherestof37said・No・.Only38.3percent
ofrespondentshaveactualyshiftedfrom otheruniversitiestothecurrent,whereas61.7
percenthavebeenstayingwiththeuniversitythattheyhavefirstenroledandcurrently
studying.
Accordingtothetableshownabove,atotalof37respondentshavenotshiftedfrom
theiruniversities.Majorityofthoseshiftedhadsimilarreasonstoshift,whichisStudent
ServiceIssues,involving13studentsoutof23oftotalnumberofstudentsthatshifted.
Only4oftherespondentschangedfromtheprevioustothecurrentuniversitybecauseof
academicissues.Lastly,6oftherespondentssaidthattheyhaveshiftedtothecurrent
universitybecauseofthepoorfacilitiesofthepreviousrespectiveuniversities.
AnalysisofReliability
Reliabilitypointcoefficient（Cronbach・sAlpha）forthewholequestionnaireis.807.The
valueof.807ismoderatelyhighandacceptabletobeused.
AnalysisofHypothesis
Hypothesisnull1（Ho1）:
Thefirsthypothesisfortheresearchis:Thereisnosignificantrelationshipbetweenthe
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Figure4.4 Percentageofrespondentsbyyearofstudy
Number（n） Percentage（％）
Shift
Yes 23 38.3
No 37 61.7
Total 60 100％
Table5 DemographyAnalysis:ReasontoShift
ReasontoShift Number（n） Percentage（％）
Havenotshifted 37 61.7
StudentServiceIssues 13 21.7
AcademicIssues 4 6.7
PoorFacilitiesoftheUniversity 6 10.0
Total 60 100％
Cronbach・s
Alpha
Cronbach・sAlphaBased
onStandardizedItems
NofItems
.807 .809 40
importanceofCustomerRelationshipManagementandthestudentretentioninprivateuniver-
sitiesofMalaysia.
StatisticalTest:OneSamplet-Test
BasedontheresultofOneSamplet-TestanalyzedusingSPSSsoftwareanalyzerfor
theHypothesisnul1（Ho1）,thep-valuemeanscorefortheimportanceofcustomerrela-
tionshipmanagement,whichwasrunonthe60respondents,is86.97whichisgreaterthan
thesignificancelevelof.005.Thesignificantlevelfortheonesamplet-testis.000.Thet
valueis92.7.
Asaresult,thetestindeterminingtherelationshipissignificantbetweentheimpor-
tanceofcustomerrelationshipmanagementandthestudentretentioninprivateuniversi-
tiesofMalaysia.Therefore,Hypothesisnul1（Ho1）,whichsays・Thereisnosignificant
relationshipbetweentheImportanceofCustomerRelationshipManagementandthestudent
retentioninprivateuniversitiesofMalaysia・,isrejected.Thus,theHypothesisAlternative1
（Ha1）,whichis・ThereissignificantrelationshipbetweentheimportanceofCustomerRela-
tionshipManagementandthestudentretentioninprivateuniversitiesofMalaysia・,istobe
accepted.Thisisbecausetheonesamplet-testprovedthatcustomerrelationshipmanage-
mentisanimportantelementinretainingstudentsintheprivateuniversitiesofMalaysia,
asit［CustomerRelationshipManagement］influencestheretentionrate.
Hypothesisnull2（Ho2）:
Thesecondhypothesisfortheresearchis:Thereisnosignificantrelationshipbetween
thesatisfactorylevelofCustomerRelationshipManagementandthestudentretentioninprivate
universitiesofMalaysia.
StatisticalTest:OneSamplet-Test
AccordingtothesecondOneSamplet-Test,whichwasusedtoanalyzetheHypothesis
nul2（Ho2）,thep-valuemeanscorefortheImportanceofCustomerRelationshipManage-
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Table4.8 ResultofOneSamplet-Test
Independent
Variable
Mean
Sig
（2-tailed）
df t
95％ ConfidenceInterval
oftheDifference
Lower Upper
ImportanceofCustomerRelation-
shipManagement
86.97 .000 59 92.7 85.09 88.84
Significantlevelatalpha・・・・.005
Table4.9 ResultofOneSamplet-Test
Independent
Variable
Mean
Sig
（2-tailed）
df t
95％ ConfidenceInterval
oftheDifference
Lower Upper
SatisfactorylevelofCustomerRe-
lationshipManagement
61.37 .000 59 41.42 58.40 64.33
Significantlevelatalpha・・・・.005
mentis61.37andit,similartoHypothesisnul1（Ho1）,wasalsorunon60student-
respondents.ThemeanscoreforHypothesisnul2（Ho2）isgreaterthanthesignificance
levelatalpha（・）.005.ThesignificancelevelfortheOneSamplet-testis.000.Thetvalue
is41.42.
Thismeansthattherelationshipbetweenthesatisfactorylevelofcustomerrelation-
shipmanagementandthestudentretentioninprivateuniversitiesofMalaysiaissignifi-
cant.Therefore,Hypothesisnul2（Ho2）,whichstates・Thereisnosignificantrelationship
betweenthesatisfactorylevelofCustomerRelationshipManagementandthestudentretention
inprivateuniversitiesofMalaysia・,isrejected.TheHypothesisAlternative2（Ha2）,thatis
・ThereforeissignificantrelationshipbetweenthesatisfactorylevelofCustomerRelationship
ManagementandthestudentretentioninprivateuniversitiesofMalaysia・,consequently,is
accepted.Thistestprovesthatsatisfactorylevelofstudentstowardstheuniversityisan
importantfactorforstudentstoeitherstay（retain）orchangetheuniversity.Thep-value
forboth,theimportanceandthesatisfactorylevelofcustomerrelationshipmanagement
inretainingstudentsintheuniversities,however,isdifferent.Meanscorefortheimpor-
tanceofcustomerrelationshipmanagement（Hypothesisnul1（Ho1））is86.97,withposi-
tivet-valueof92.7.Thisindicatesthatmostoftherespondentsagreedthattheimportance
ofcustomerrelationshipmanagementiscrucialfortheuniversitiesinretainingthestu-
dents.Asforthesatisfactorylevel,themeanscoreis61.37withthet-valueof41.42.The
respondentscoreonthesatisfactorylevelofstudents・oncustomerrelationshipmanagement
isrelativelylowercomparedtotherespondentscoreofimportancelevelofcustomerrelation-
shipmanagement.
OpenEndedQuestions
Interviewquestion1:
Whatarethechallengesyoufacedinyourpreviousuniversitythatmadeyoudecidedto
leave?
TheFirstquestionintheopen-endedinterviewaskedaboutthechalengesrespon-
dentshavefacedintheuniversitieswheretheystudiedbefore.Thisquestionalsointended
tofindoutifthechalengesarethereasonofwhyrespondentdecidedtoleavetheprevious
universityandchangetothecurrentuniversity.Interviewquestion1aimedtoanswer
researchobjective3,whichis・Tofindoutthereasonsstudentsshiftedtoanotheruniver-
sity・.
RespondentNo1:
Whenitcomestomeansoftransportationtocolegeoruniversity,moreoftenthan
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Notransport
Unhelpfulstudentservices（Alwayssay・Cannot・）
everpublictransportationwouldbethepreferredmethodoftravelingforstudentswhodo
noowntheirownvehicles.AccordingtoMinistryofTransportMalaysia,takingpublic
transportationsystem intheKlangValey,mostuserswilfacevariousproblemslike
inefficientservices（highdelayandcancelationrates）,limitedservicenetwork,lackof
continuityofpublictransportmodesaswelasseriouscongestionissues（especialyfor
LRTKelanaJayaLineandKTM Komuter）.Theseproblemswilmaketheuseofpublic
transportsystemslessrewardingandleadstomoreseriousovercrowdingissues（Official
WebsiteMinistryofTransportMalaysia）.
Asthefirstrespondentcommentedthatthechalengesfacedwerethetransportation
issues,meaningthedifficultyoftravelingthedistancefromhometothecampus.Unavail-
abilityoftransportsystemsfromone・shometothecampusmaygivethestudentdifficul-
tiesandfrustrationsthatcanresultintheirshiftingfrom theuniversitytoamore
convenientlylocatedone（i.e.closertohome,availabilityoftransportationmeanslike
publicbus,campusbus,train,etc）.Anotherpointthattherespondentwrotewasthe
unhelpfulnessofthestudentservices,statingthattheyaremostlyunabletosolvetheir
issues.StudentserviceisoneofmostimportantaspectsofCustomerRelationshipManage-
ment,asitinvolveshelpingstudentswithsolvingtheirissues,providingsupporttothe
variousinquiresofstudents.
RespondentNo2:
Thesecondrespondent,however,hasadifferentchalengebeingfacedintheprevious
university.Thosewere:difficultiesinunderstandingtheteachingandadministrative
services.Themostimportantissueispoortraditionalclassroomlearningwhichhasbeen
amajorconcernintheteachingandlearningactivity.Understandingofteachingisa
crucialfactorinlearning.Somelecturersare,eventhoughbeinggiventhepositionas
・Lecturer・,theabilitytoteachmaynotalwaysbesatisfying.Everyteacherhashis/her
ownwayofteachingwhichismostlydifferentfromothers.Themaingoalofanyteacher
istodeliver,simplify,andtransformtheknowledgetostudentsinordertoenablethemto
learnnewsubjectsandtopics.Inadditiontothefirstpoint,thesecondrespondentalso
mentionedthattherewereadministrativeservicesissues.StudentAdministrativeServ-
icesdepartmentismainlyresponsibleforgivingaltypesofadministrativeservicesto
undergraduateandpostgraduatestudents.Someoftheseservicesincludethehelpgiven
fromthepointofregistration,throughtheprogramandtilthegraduationoftheindivid-
ualstudents（AndreaLuquesi,2013）.Theparticularstudentstatedthatoneofthetwo
chalengesfacedwasfromtheadminservicesofthepreviousuniversity,whichcouldnot
satisfythestudent,henceresultinginpoorservice.
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Unabletounderstandtheteaching
Administrationservices
RespondentNo3:
Livinginacountryfarfromhome,whereeveryonespeaksalanguageyoudidn・tgrow
upwith,canbeachalenge.Forsomeinternationalstudents,theEnglishlanguagecanbe
abarrierthatmakesthemfeellonelyandexcluded.AsfortheMalaysianprivateuniver-
sities,theprimaryandcompulsorylanguageofteachingisEnglishlanguage.Students
comefrommanycountries,whereforsome,Englishisaforeignlanguageandforsome,it
isadifficultlanguage.ThelanguagebarriermayincludetheleveloftheEnglishlanguage
abilitytounderstandandcommunicate.Somebarriersmayevenoccurwhentheaccent
ofspokenEnglishmightbedifficulttounderstandbyothers.
RespondentNo4:
Thefourthrespondenthashadasimilarchalengetothefirstrespondent,wheretrans-
portationhasbecomeandissuethathasmadethemdecidingtoleavefromthat［previous］
university.Notalthestudentshastheirowntransportation,suchaspersonalvehicles,as
manyofthemalsodependingonpublictransports.Thelocationoftheuniversityatthis
pointbecomesacrucialfactorforstudentswhoaredependingonbus,train,cabs,etc.
RespondentNo5:
Unlikethepreviousrespondents,thefifthrespondenthaswrittenthatthechalenges
facedwereregardingtheimmigrationissuesandthepoorcommunicationsskilsofstaff.
Theindividualuniversityhastheresponsibilityofissuingayear-longstudentpasses
（visa）forinternationalstudentswithmultipleentryandexitabilitiestoandfrom the
country（Malaysia）.Someuniversitiesareknowntobeunabletoissuepassesontime,
resultinginstudent・sre-entrytothecountry,whichiscostly.Someeventakeaverylong
periodoftime,leavingthestudentwithoutpassport,whichmadeitimpossibleforhim/her
totravelacrossborders.
Thesecondissuefacedbythefifthrespondentwasthecommunicationofthestaff.
Anystudentwhogoestostudentservicesoranyotherin-campusdepartmentexpectsa
goodcommunicationskilfromthestaff,asitisthekeyfactorformakingstudentssatis-
fiedsincetheyhaveaclearunderstandingofwhatisrequired,anditalsoreducesthe
mistakesandmisunderstandingsamongstudentsandstaff.
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Languagebarrier
Nopublictransport
Immigrationissues;badattitudeofstaff
RespondentNo6:
Thesixthrespondenthasstatedthatthechalengefacedthatresultedinshiftingfrom
theuniversitytoanotherwastheacademicassignmentissues.Forsomestudents,the
abilitytounderstandmaycausethemtobeunabletofulycompletetheassignmentresult-
inginlowgradeorevenfailureoftheassignments.
RespondentNo7:
Fortheseventhrespondent,theproblemsfacedarerelatedtothefacilityoftheuniver-
sity,inparticular,theaccommodationissuesandthetransportationissues.Asithasbeen
statedabove,transportationisanissueforsomestudentswhodonotownpersonalvehi-
clesorthesewhoareunabletogetthecampusorpublictransportationtotravelfrom
hometotheuniversitycampus.Anothersensitiveissuemayariseisfromtheaccommoda-
tionservicesoftheuniversity.Majorityofthestudentsofmanyprivateuniversitiesuse
theuniversityaccommodationfacilities,whichare,usualy,nearbytheuniversitycampus.
Itisanotherwayofanyuniversitytosatisfyitsstudentsastheaccommodationfacilityis
considereda・value-added・serviceforstudents.
RespondentNo8:
Learningmaterials,assignments,exams,lecturer・sconsultationavailability―theseal
madetheeighthrespondenttochoosetoleavefromtheuniversitytoanother.Learning
materialsincludeslides,books,references,journals,andlabs.Itisakeyengineforstudents
toenhancetheirlearningprogress.Whenlearningmaterialsarepoor,studentmightface
difficultiesintheirlearningprocess,whichmightresultinissuesrelatedtotheirprogress
ofassignment.Learningmaterialsarealsothemainsourceofstudyingforexams.An-
otherchalengefacedbytherespondentwaslecturer・sconsultations.Studentshavethe
righttomakeappointmentduringconsultationhoursoftheintendedteacherstomeet
them ontheir［lecturer・s］freetimeforacademicpurposes.Unavailabilityofteacher・s
consultationhoursmayleaveastudentonfrustration.
RespondentNo9:
Theninethrespondenthaswrittenthatthereasonofchangingtheuniversitywas
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Academicassignments
Accommodationandtransport
Learningmaterial,assignments,exams,lecturer・sconsultation
Toofarfromhome
causedbythedistanceproblemsbetweentheuniversityandthestudent・shometown.
Locationissuesmaymakesomestudentstodecidetomovetoalocationwhichisnearer
tohometown.Thisfactmayalsocausestudentadistressasmovingtonewlocationmeans
gettingusedtoanewplace.
RespondentNo10:
Thelastrespondenthaswrittenthattheissuesfacedweremainlyregardingacadem-
ics.Therespondenthasalsomentionedthatdiscriminationwasfacedduringtheperiodof
study.Discriminationmayperhapsbeindifferentforms,suchasdiscriminationofrace,
religion,nationality,genderandmanyotherfactors.Itisanunfairandunequaltreatment
ofstudents,whichisveryunprofessionalbyanytypeofthestaffoftheuniversity.This
questionwasdesignedtogivesomekeypointsforreasonsofstudentschanginguniversi-
ties.Asithasbeenmentionedbefore,thisquestionhelpstoanswerobjectiveNo1ofthe
research,whichis・Tofindoutthereasonsstudentsshiftedtoanotheruniversity・,anditisthe
thirdobjectiveofthisresearch.Tosumup,the10respondentssaidthattheyhavefaced
differentissuesthatmadethemdecidedtoleavetheinstitution.Majorityoftherespon-
dentssaidthatthereasonfortheirleavewastheissueswiththetransportation.The
reasonforthisproblem maybecausedbytheinconvenientlocationoftherespective
university.Someuniversitieshavefewcampusesoperatingindifferentlocations（prov-
inces,cities,states）.Havingmorethanonecampusmaybecostlyfortheuniversity,but
ithelpssomestudentwiththetransportationissues.Outof10students,4ofthemsaidthat
the（oneof）reason（s）fortheirwithdrawalwascausedbytheinconvenientlocationofthe
university,givingthemissueswiththetransportation.Anothermostcommonissuefaced
wastheproblemsrelatedtotheacademicstudies.Theseare:unabletounderstandthe
teaching,issueswithacademicassignments,exams,learningmaterials,andconsultations
oflecturers.Thisshowsthattherespectiveuniversitieshavefailedinmonitoringtheir
academicstaff,whichhasresultedinmanytypesofissuesrelatedtotheacademicstudies.
Inaddition,onestudentwrotethatissuewiththestudentservicesdepartmentwas
（oneof）thereason（s）toleavetheuniversity.Anotherrespondentsaidadministration
departmenthasbeen（oneof）thereason（s）ofwithdrawalwhileotherrespondentwrote
thatcommunicationproblem,orspecificalytheattitudeofthestaffwas（oneof）the
reason（s）toleave.Someevenhavefacedaveryunprofessionalmannerofcommunication
― discrimination.Accommodationwasanissueforanotherrespondentthathadcaused
thewithdrawal.Lastly,immigrationproblem hadmadeoneoftherespondentstowith-
draw.
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Assignmentandpassingtheexams.Discrimination
Interviewquestion2:
Whyhaveyoudecidedtoshifttothecurrentuniversity?
Thesecondquestionintheresearchinterviewquestionisdesignedtoknowtherea-
sonswhytherespondenthaschangedfrompreviousuniversitytothecurrent.Thechal-
lengesthatstudentshavefacedinthepreviousuniversitiesmayleadthem todecideto
leavefrom thatrespectiveuniversity,butthisquestionisintendedtofindoutwhythe
respondenthavechosenthecurrentuniversityoutofaltheotheruniversitiesinMalaysia.
Thisquestionisimportanttounderstandthedifferencesofthetwouniversities;toknow
whatmakesthestudentshiftfrom oneuniversitytoanotheruniversity;toknowwhat
featuresdothecurrentchosenuniversityoutstandsfrom thepreviousuniversitywhere
therespondentusedtostudy.Thisinterviewquestionwilalsohelptoanswerthere-
searchobjective3andsupporttheanswersfromtheinterviewquestion1whichisofthe
sameresearchobjective:・Tofindoutthereasonsstudentsshiftedtoanotheruniversity・.
RespondentNo1:
Thefirstrespondent,who,forthepreviousquestion,wrotethattransportandunhelp-
fulstudentserviceswerethereasontoleave,havesaidthatinfluencefromfriends,orin
marketingterms,itiscaledas・wordofmouthmarketing・,weretheinfluencetochoose
thisparticularuniversitywherehe/sheiscurrentlystudying.Also,betterfacilitiesofthe
currentuniversitycomparedtothepreviousonearealsothefactorscontributingtothe
decisionofstudenttocometothisuniversity.Asthisrespondenthasfacedanissuewith
thestudentservicesdepartment,thecurrentuniversityoffersabetterandahelpfulstu-
dentservices.
RespondentNo2:
Thesecondrespondentstatedthereasontochoosethisuniversitywasbetterservice
andbetterqualityofteaching.Theissuesfacedbythisrespondentweretheproblemsin
understandingofteachingandproblem withtheadministrativeservicedepartment.As
learningisthemainobjectiveofalthestudents,theytendtolookfortheinstitutionwith
highlyqualifiedandexperiencedteachers.Studentcananytimechangetheuniversityif
theteachingskilsoftheteachersarenotcomprehensive.Foritmaybetoocostlyformost
ofthestudentschangefromoneuniversitytoanotherthesecondrespondentsaidthatthe
teachingskilandtheserviceattheadministrativeservicesdepartmentwerethereasons
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Friendsinfluence
Betterfacilitiesandstudentservicehelpfulness
Unabletocontinuethestudy.Betterserviceandbetterunderstandingof
teaching
toleavefromprevioustothecurrentuniversity.Thisstudentchosethisparticularcurrent
universityalsobecauseofthebetterservicebeingprovided.
RespondentNo3:
・Word-of-mouthmarketinghasalwaysbeenimportant.Today,itisevenmoreimpor-
tantbecauseoftheinternet・― JoeP,NewtB.RespondentNo3wrotethatthereasonto
choosethiscurrentuniversitywasduetotheinfluencethatcamefromfriends.Word-of-
mouthmarketingisoneofthemostpowerfulmarketingtoolsthathelpspotentialcus-
tomertounderstandmoreaboutthecompanybasedonfriends/relativesexperiencein
thatcompany.Thethirdrespondentchoosedtoleavetheuniversitybecauseoflanguage
barriers,andchosetocontinueatthecurrentuniversitybyfolowingthefriendsadvice
andsupport.
RespondentNo4:
Whenthefourthrespondentwasaskedastohe/shewhytherespondenthaschosento
shifttothecurrentuniversity,statedthatitwasbecauseofthecurrentuniversity・scon-
venientlocation,whichisnearertohometown.Theissuethatmadethisrespondentde-
cidedtoshifttoanotheruniversitywastheunavailabilityofpublictransportsfromhome
totheuniversitycampus.Thismeansthatthelocationoftheuniversityhasbeenthe
drawbackfortheuniversitytoloseastudent（customer）.Manystudentslookforauni-
versity,whichislocatednearbytheirhometown.Thisistopreventthehighcostoftrans-
portationandtosavetime.Mostoftheaccommodationfacilitiesoftheprivateuniversity
inMalaysiaareexpensivetostayat,whilesomedon・tevenhavetheirownhostelservices.
RespondentNo5:
Thestudentthathasshiftedtheuniversitywithissuesrelatedtoimmigrationandthe
badcommunicationskilsofstaffwrotethatthereasontochoosethecurrentuniversity
wasbecauseofthebetterreputationandgoodvalueformoney.Reputationoftheuniver-
sityisimportanttoconsider,asithelpsinthefutureinemployabilityofthecandidate.
Institutions,whicharehighrankednotonlyinthenationalrankingbutalsointheworld
ranking,havebetteradvantagesofattractingmanystudents.Inaddition,iftheuniversity
offerslowprices,itbecomesevenmoreattractiveformiddleandlowincomers.
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Influencedbyfriends
Nearhometown
Sameprice,betterreputation.Morevalueforsameprice
RespondentNo6:
Thesixthrespondent,similartothefirstandthethirdrespondent,wasinfluencedby
friendstochoosethecurrentuniversityafterleavingfromthepreviousone.Thereason
forthisrespondenttoleavewasbecauseoftheacademicissues,issueswithassignmentin
particular.Thetool・word-of-mouthmarketing・hadplayedagreatroleinbringingin
manynewstudentsforsomeprivateuniversitiesofMalaysia.Friend・sadvicewasthe
reasonforthesixthrespondenttopickthisparticularuniversitywherehe/sheiscurrently
studying.
RespondentNo7:
Theseventhrespondentmentionedthattheissuedfacedinthepreviousuniversity
wasrelatedtotheaccommodationandthetransportationfacilitiesoftheuniversity.
Moreover,thereasonofchoosingthecurrentuniversitytocontinuehis/herstudieswas
becauseofthevalueaddedservice,suchasthehostelofthecurrentuniversity,which
perhapswasbetterthanthepreviousuniversity・s.Beingattractedbythecurrentuniver-
sity・saccommodationservices,themoneybeingpaidisthesame,wrotetherespondent.
RespondentNo8:
Familymembersarethebiggestinfluenceforsomestudents,astheyarethedecision-
makersandsourceoffinancialsupportforthem.Fortheeighthrespondentthereasonto
leavefromthepreviousuniversitywasissuesrelatedtoacademicstudies.Whatmadethis
respondenttochoosetoshifttothecurrentuniversitywasfamilyinfluence.Asthestu-
dentandthefamilymembersofthestudentwereunsatisfiedwiththepreviousuniversity,
theydecidedtochangetoanother（current）university.
RespondentNo9:
Theninethrespondentwrotethatthereasontochoosethecurrentuniversitytocon-
tinuehis/herstudiesafterleavingthepreviousuniversitywasbecauseofthegoodreputa-
tionoftheuniversity.Whenaskedtostatethechalengesofshiftingfromtheprevious
university,therespondentsaidthatthereasontoshiftwasthelocationoftheuniversity,
sayingitwastoofarfromhome.Goodreputationoftheuniversityplaysabigroleinany
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Friend・sadvice
Accommodation,sameprice
Familymember.Veryunsatisfied
Goodreputation
student・sperspective.Themorereputabletheuniversity,themorepromisingistheir
career.
RespondentNo10:
Stressamongstudentsisverycommonnowadays.Reasonforyoungpeopletohave
stressmaybedifferent;forsome,itmaybeduetofinancialproblems,familyproblems,
understandingofclasses・andmanyothers.Forthelastrespondentoftheinterviewses-
sion,duetotheissuesofassignments,examsanddiscriminationhe/shelefttheprevious
universitycomingtothecurrentuniversitywasbecauseofbeingabletopasstheexams.
Thetenthrespondentalsowrotethatduetothegoodteachingskilsoftheacademicstaff,
understandingofthesubjectsandbeingabletoscoreinexamsandassignmentsbecame
possible.
Interviewquestion3:
Howimportantdoyouthinkcustomerrelationshipmanagementistotheuniversityin
retainingtheirstudents?
Thethirdquestionintheinterviewisaimedtofindouttheindividualrespondent・s
opiniononhow importantisthecustomerrelationshipmanagementforuniversitiesin
retainingtheircustomers［students］.Asstudentshaveexperiencedthepoorcustomer
relationshipmanagementofthepreviousuniversitiesandhencefailinginretainingthem,
theywilstatetheirperceptiononhowcustomerrelationshipmanagementisimportant
basedontheirexperience.Outofalthetenrespondents,7or70％ ofthemsaidthatthe
customerrelationshipmanagementisveryimportantforuniversityinretainingstudents.
Therest1studentsaidthatcustomerrelationshipmanagementisquiteimportantfor
retainingstudents,whileanothersaidthatthelevelofimportanceismoderate.Onlyone
student,whoisrespondentNo3saidthatthecustomerrelationshipmanagementisnot
importantforauniversitytoretainmorestudents,statingthereasonunderinterview
questionNo4.
Interviewquestion4:
FromquestionNo.3,pleasestateyourreason.
Question4isintendedtosupportinterviewquestion3.Itasksrespondentstostatethe
reasonsastowhydotheythinkthatcustomerrelationshipmanagementisimportantto
theuniversityinretainingstudents.Thedifferencebetweenquestion3andquestion4is
thatinquestion3,studentsareaskedtostatehow importanttheythinkthecustomer
relationshipisforauniversitytoretainstudents,butinquestion4,theyareaskedtostate
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Tobeabletopasstheexams.Goodteachingskills,hencecanscorehigh
onexamandassignments.
whytheythinkthatcustomerrelationshipmanagementisimportantforauniversityin
retainingstudents.
RespondentNo1:
Thefirstrespondentwrotethatthecustomerrelationshipisimportantalthetime.
Continuingbystatingthatstudentistheuniversity・scustomer.Asithasbeenmentioned
severaltimesinchapter2,universityisaserviceprovidingbusiness,whereitsmainserv-
iceistoprovideeducationtothestudents,whoareitscustomer.
RespondentNo2:
Thesecondrespondentalsostatedthatstudentsarethecustomersforanyuniversity,
hence,theyarethemainsourceofincomeforthebusiness.
RespondentNo3:
Thethirdrespondent,whohasstatedthatthecustomerrelationshipmanagementis
notimportant,wrotethatstudentscometolearn,ratherthanbeingservedascustomer.
RespondentNo4:
Thefourthrespondentstatedthatuniversityis,likeanyotherbusiness,earningin-
comefromcustomerswhoisthestudents.
RespondentNo5:
Thefifthrespondentsaidthatifstudentisservedbadly,itiseasyforhim/herto
transferstudiestoanotheruniversitywherehe/shecangetbetterservice.Insuchcases,
universitywouldbeunabletoretainastudent.
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Customerrelationshipisalwaysimportant.Inuniversitystudentisthe
customer.
Studentsarethecustomerfortheuniversity.Income.
Becausewecomeforacademiclearning.
BecauseUniversityisgainingmoneyfromstudentastheircustomer.
Whatstudentpayinoneuniversitybutgetbadservice,he/shebettershift
toanotheruniversitywhichissamepricebutbetterqualityofservice.
RespondentNo6:
Thesixthrespondentwrotethatcustomerrelationshipmanagementisimportant
becauseofthequalificationthey［students］getisimportantfortheircareeraftergradua-
tion.
RespondentNo7:
Theseventhrespondentsaidthatitisbecausestudentsarethesourceofincome.
Whenuniversityfailstoretainastudent,itloosesacustomer,hencetheincome.
RespondentNo8:
Theeighthrespondentstatedthattheuniversityshouldprovideagoodqualityof
service,asstudentsarepayingforit.
RespondentNo9:
Similartomanypreviousrespondents,theninethrespondentalsosaidthatcustomer
relationshipisimportantbecausestudentcomestouniversitytostudy,andtheypayfor
it.Whenacustomerpaysforaservice,he/sheexpectsasatisfyingserviceinreturn.
RespondentNo10:
Thelastrespondentalso,similartomanyotherrespondents,saidthatcustomerrela-
tionshipmanagementisimportantasthestudentsarethesourceofincomeforauniver-
sity.
Interviewquestion5:
InwhatareasofCustomerrelationshipmanagementdoyouthinkauniversityshouldbe
concernedmoreinordertoretainstudents?
Question5isaimedtoanswerobjective4,whichis:・Tofindouttheaspectsofcustomer
relationshipmanagementthatuniversityhastofocuson・.Studentsareaskedtogiveopinions
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Wewantagoodqualificationaftergraduate.
Studentsarepayingmoneytostudy.
Universityshouldprovidegoodserviceaswestudentspaymoneytoget
goodeducation.
Becausewecometostudyandwepayforit.
Sourceofincome.
inwhatareas/aspectsdotheythinkuniversityshouldbeconcernedofinordertoretain
studentsintheuniversity.
RespondentNo1:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo2:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo3:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo4:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo5:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo6:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo7:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
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Trainthestafftobehelpfulandtalknicely.
Administration.Academicstaffqualification.
Administrationandteachers.
Hospitalityofstudents.
Administrations,lecturer,thestudentservices.
Studentservices,facilities,administration.
Accommodation,valueaddedservices
RespondentNo8:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo9:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
RespondentNo10:
Thestudentdidnotanswerthisquestionduetoconfidentialissue.
InordertobeabletoanswertheresearchobjectiveNo4,respondentwereaskedto
givetheirsuggestionsonwhattheythinkauniversitymightimproveon.Respondents
saidthatauniversityhastobeconcernedonthestaffqualification,administrationservices,
andstudentservices.Outof5questionsfromtheopen-endedinterviewquestions,question
1andquestions5haveansweredtheobjectivesoftheresearchwhichareTofindoutthe
reasonsstudentsshiftedtoanotheruniversityandTofindouttheaspectsofcustomerrelation-
shipmanagementthatuniversityhastofocuson.
Discussion
ThetermCustomerRelationshipManagement（CRM）wasfirstintroducedbyBerryin
theyear1983.Throughouttheyearsin90・s,thefocusofCRM expandedtomanyareas
suchasstandardizingcustomertreatmentacrosschannelsandgatheringmorecustomer
dataateachcustomerpoint.Todaymostoftheindustriesareconcerningabouthowto
identifyexcelentemployee（s）,retainingandmaintainingthemtoachievetheirorganiza-
tionalobjectivesandalsocapturingthecustomers,retainingandmaintainingthemtoget
theprofitability.However,mostoftheresearchdonehaveneglectedtheterm CRM in
educationalinstitutionsi.euniversities.Theterm CustomerRelationshipManagement
（CRM）iswidelypracticedintheindustriesbutseldomineducationinstitutions（Moham-
med,2013）.Chalengeswhichareobviouslyexistinginuniversitiesstudents・retention
havebeenneglectedandignoredastheimportanceofcustomerrelationshipmanagement
（CRM）hardlybeincorporatedwiththeeducationalinstitutions.Majorityoftheprivate
universitiesinMalaysiaprovidesvariouscoursesindifferentfaculties.Forexample,some
universitiesoffercoursesinfacultyofengineering,facultyofscience,socialscience,
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Facilities,qualificationofacademicstaff
Qualificationoftheirstaff
Studentservices,administration,facilities
facultyofbusiness,facultyofmedication,facultyofcomputerscience,facultyofart,fac-
ultyofcommunication,facultyoflawandmanymore.Thecoursesandschoolsarebeing
developedaccordingtothecurrentneedsofthejobmarketinthelatestworkingenviron-
menttoday.Degreefrombachelor,masterorevenuptothedoctorateareofferedbythe
universitiestoattractthestudentstoenrolintothesituations.Universitieswilprovide
thesourcessuchasfacilities,premises,academicstaffandotherrelatedelementinorderto
runtheservice.Thisiswhytheeducationinstitutioncanalsobeviewedasabusiness
entitywhereserviceisprovidedandprofitisearnedviathestudents・feesthattheygain.
Studentsinthisconcept,therefore,canbecategorizedascustomers.Hence,thereisaneed
toknowtheimportanceofcustomerrelationshipmanagement（CRM）practicesbythese
universities.Howstudentsareattractedtotheuniversities?Howauniversitycanidentify
theneedsandwantsoftheirstudentsandhowcanauniversityrecruitmorestudents?
Customerrelationshipmanagement（CRM）todayhasbecomeacommontoolsinthein-
dustryregardlessofthecharacteristicoftheindustry.Itiswidelyacceptedandapproved
asausefultoolforthedevelopmentofthebusiness.AccordingtoMohammed（2013）,
customerrelationshipmanagement（CRM）startswithbusinessstrategyandfocuseson
customerneedsandwantsandfurtherdesignstheproductsaspertheneedsofthecus-
tomer.Furthertothedefinition,PayneandFrow（2004）alsostatedthatcustomerrelation-
shipmanagementisaboutcreating,developingandenhancingrelationshipwithtargeted
andmostvaluablecustomer,i.estudentsinthecontextofuniversities.Maintaininggood
relationshipwhichisalsolongterm andhelpfulbetweentheuniversityandstudentsis
vital.Themutualbeneficialrelationshipbetweenthetwopartiesshouldbemaintainedin
ensuringnotonlystableincomesandprofitablegrowthtotheuniversity,butmostimpor-
tantly,theoutcomesofthewholebusinessincultivatingandgeneratingfreshgraduates
withemployabilityskils.
Overalofthestudies,itcanbeconcludedthatthemainobjectiveofcustomerrelation-
shipmanagement（CRM）istoimprovecustomerloyaltyandtoensureprofitability.The
aim offindingouttheimportanceofcustomerrelationshipmanagement（CRM）andto
identifytheareas,whichneedtobefocusedon,wilhelptheuniversitytooffervalue-
addedservicestoitscustomers,i.estudents,parents,employers.Foruniversities,espe-
cialyinprivatesectorinMalaysia,maintaininggoodcustomerrelationshipisimportant.
Thisisbecause,thecapitalandsourceinrunningtheinstitutionaremainlyfromthestu-
dents・fees.PrivateuniversitiesinMalaysiadonothavetheprivilegeofgettingsubsidiary
fromthegovernment.Student・sfeeswilbethemajorsourcefortheuniversitiestokeep
thebusinessgoingandtogeneratebeneficialoutcomesforalthestakeholders.Customer
relationshipmanagement（CRM）isvitaltotheuniversitiesbecausecapturingnewcus-
tomersi.enew studentsisrelativelyexpensivethanretainingtheexistingcustomers.
Whatuniversitiesnormalydoinattractingnewstudentsinenrolingtotheinstitutionis
bydoingmarketingaggressively.ThisiswhyinMalaysia,duringtheeducationalfair,
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therewilbealotofprivateuniversitiesandcolegesmushroomingintheboothsset.The
marketingstrategiesusedis,mainly,byofferingscholarshipeitherfulorpartialscholar-
shippromotingtheuniversitiesfacilitiesandbenefits.
Asinacademicwise,itishardforthemarketertodescribetothenewpotentialcus-
tomerspreciselyabouttherealexperienceofthelearningandteaching.Theexperienceof
learningfrom thelecturersisvariousandsubjective.Thatiswhyuniversitieswilbe
focusingonthefacilities,premises,andotherbeneficialproductsthattheycanoffertothe
newcustomers.Furthermore,degreesofferedbytheuniversitiesarehomogeneous.Inthis
study,first-timeregistrationexperienceisincludedinthequestionnairetotestthepercep-
tionofstudentsregardingtheimportanceofcustomerrelationshipmanagement（CRM）in
retainingstudentsintheprivateuniversitiesinMalaysia.Whennewstudentsorpotential
customerapproachtheinstitution,itisvitalfortheinstitutiontomakesuretheservice
providedissufficientandabletoreachthestandardrequiredbythenewpotentialcus-
tomer.AccordingtothesimilarresearchrunbyMohammed（2013）inBusiness-school,
goodrelationshipwithcustomerscanresultinagoodwordofmouth（mouth-to-mouth
marketingstrategy）;thiscanbeachievedthroughsuccessfulexchangesandminimalbad
wordof-mouthintheeventofunsuccessfulexchanges.Servicequalitycrackscanoftenbe
preparedoverwheregoodrelationshiphasexisted.Inordertoattractnewcustomerinto
theuniversities,powerofwordsishugeandeffective.Newstudentsorpotentialcustomer
maynothaveenoughknowledgeregardingtheuniversities,theywilbedependinghugely
ontheadviceandrecommendationsfromfriendsandalsotheacademicadvisors.
Recommendation
Thisresearchisconductedwiththeaimofasmalefforttocontributetothedevelop-
mentofcustomerrelationshipmanagement（CRM）inretaininguniversities・students.
Understandingtheimportanceofcustomerrelationshipmanagement（CRM）inretaining
studentsintheprivateuniversitiesinMalaysiainvital.Thisstudyhasproventhatcus-
tomerrelationshipmanagement（CRM）canassisttheuniversitiesintermsofbuilding
goodrelationshipsamongthestudents,lecturers,theuniversitiesmanagementandalso
theindustries.Customerrelationshipmanagement（CRM）alsohelpstoidentifyingstu-
dentsandlecturersstudyingpatternandimprovingthedeliverymethodsintheclassroom.
Italsowilincreasestudents,lecturer,managementandindustryloyaltytowardstheuni-
versities.Understandingtheimportanceofcustomerrelationshipmanagement（CRM）
wilalsohelptoattractstudents,lecturersandtheoutsidersi.eindustriesmuchfaster.
Thiswilalsoreducetheadvertisingandmarketingcostsoftheuniversitiesandimprove
qualityeducationandhigherplacementsinindustries.
Foreducationinstitutionlikeuniversitiesandcoleges,studentsarethecustomers.In
orderfortheuniversitiestoretainthestudentsandtohavegoodrelationshipwithits
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students,thestudywilrecommendtheuniversitiestounderstandtheimportanceofcus-
tomerrelationshipmanagementandalsotounderstandthestudents.Understandingthe
studentsheremeanstobeabletoknow whatistheneedsandwantsofthestudents.
Understandingcustomerbyidentifyingcustomers・needsindetail.Customers・needscan
begroupedintotwotypes.AccordingtoMohammed（2013）,implicitneedsarefeaturesof
aproductorservicewhereasexplicitneedsrelatedtobenefits.Implicitneedscannotbe
seenbystudentswhereasexplicitneedscanbeseen.Anexampleofimplicitneediswhen
astudentseekadmissionintheuniversities,itisimplicitthatheorshewilorwilnotbe
awardedacertificatei.ethebachelordegree,masterordiploma.Studentswhoareableto
getintotheindustriestoworkandknowledgetheykeptafterstudyingistheexplicit
needsintheuniversitiescontext.
Majorityofthestudentsexpectsuccessfulcareersandemploymentinwel-knowcom-
paniesinfuture.Whatstudentsexpectfrom theuniversitiesthattheyarestudyingin-
cludesqualityservicesfromthestudentservicecentreoftheuniversityandmanagement,
tobeabletoacquirepracticalandusefulknowledgeandskilsinordertoguaranteethem
asecuredjobinfutureaftertheygraduate,togainpersonalexperiencesandsatisfaction
duringtheundergraduatesperiod.Thisisalsowhyitisimportantfortheuniversitiesto
understandtheimportantelementofalthesecanaffectthestudents・decisiontoshift
universities.Inaddition,qualifiedandexperiencedfaculty,convenientlocation,quality
infrastructure,comfortablefurniture,welequippedcomputerlabsandlibraryarealso
important.PrivateuniversityinMalaysiaisalsorecommendedtoidentifyfactorswhich
leadtotheimagebuildingandmaintaingoodreputationoftheuniversity.Developinga
strongreputationoutlookcanhelptoattractmorestudentsandmostimportantlytoretain
theexistingstudents.Thisobjectivecanbeachievedbyofferingplacementsinjobmarket
orindustries.Studentsareconcernedabouttheresponseoftheuniversitystaff,their
courtesyandcommunicationskils,securityorrecklessnessandcustomersatisfaction,
qualityachievement,qualitymaintenanceandqualityimprovementsarefactorswhich
becomethebaseinbuildinguptheattractiveimageoftheuniversities.
Thestudywouldliketorecommendtheprivateuniversitiestoprovideastate-of-the-
artlibrary.Thelibraryintheuniversitymustbefulyequippedwithbooksofforeignand
nationalauthors,nationalandinternational,journals,magazines,videoandaudio-tapes,
computersystem withinternetconnection,copiermachines,andbusinessandgeneral
newspapers.
Recommendationforfurtherstudy
Amorecomprehensivestudycanbecarriedoutonmoreuniversitystudentsfrom
differentlocationsinMalaysia.Thisistoidentifytheimportanceofthecustomerrelation-
shipmanagement（CRM）intheprocessofkeepingstudentsinthesameuniversitiestoa
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moreindepthlevel.Besideslookingatthethreeperspectivesofcustomerrelationship
managementinuniversitieswhicharetheexperienceoffirsttimeregistration,academic
andfacilitiesandtransportation,morefactorscanbestudiedintheconceptofcustomer
relationshipmanagementinuniversities.Forexampletolookmoreindepthintothe
perspectiveofacademicwhichinvolvethecore・businessactivities・oftheuniversities.
Theremightbealoopholewhichcanbeidentifyandimproviseforabetterdevelopment
ofMalaysiaprivateuniversities.Theproposedstudyalsorecommendthat,infuture,
similarstudiescanbecarriedoutnotonlyinuniversitieslevel,butalsoforthestudentsof
otherethnicgroupsanddifferentnationality.ThisstudyisfocusedonaPrivateHigher
EducationInstitutionsinMalaysia,thesamestudycanalsobeimplementedinotherpublic
institutionsofhigherlearninginthecountry.Theresearchcanalsoberuninidentifying
differenttypesofstudentsasthecustomeroftheuniversity.Generalystudentsinthe
universitiesaregroupedintotwotypes,whichareprofitablestudentsandunprofitable
students.Byunderstandingthedifferenttypesofcustomerwilhelptheuniversitiesto
developanddifferentiatedstrategiesforbothtypesofcustomers.
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AndrewWilfred
マレーシアの私立大学におけるリテンション率に
対する顧客関係管理（CRM）の重要性
要 旨
近年，顧客関係管理（CRM）は実践と研究面において注目を集め，顧客の満足度を高めると
ともに，顧客―企業間の関係性を良好に保つため重要な手法へと発展してきている。社会がより
競争的になるにつれて，いかなるビジネスも成功の鍵は，他社に差をつけ，既存顧客及び潜在顧
客との関係づくりとその強化に係っているからだ。教育分野では，多くの外国人留学生がマレー
シアの民営高等教育機関に魅力を感じている事が分かっている。同国のほとんどの私立大学では
英国，米国，オーストラリア等の大学とパートナーシップを結び，ダブル・ディグリー・プログ
ラムを導入している。本論文の狙いは，民営高等教育機関におけるリテンション率に，CRMが
どのように，なぜ重要なのかについて知見を広めることである。また，私立大学が学生たちとの
関係を保ちつつ，目を向けるべきCRMの特徴についても触れる。本論文はCRMの実施ステッ
プ，CRMモデル，CRMの成功要因に基づき，私立大学において有効なCRMの枠組み案につい
て提案する。また，アンケート調査を用いて，私立大学でのリテンション率に対するCRMの実
行可能性と有効性を評価するものである。
キーワード：顧客関係管理（CRM），民営高等教育機関，リテンション率，満足のいく，カスタマー・ロイヤ
ルティ
